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Abstract 
The preferences among employees are varied due to the changes in the 21st century’s working environment. It is thus important 
to determine the factors that employees seek in an organization and their intention behavior to quit from their job in order to 
improve the issues of high attrition that happens in an organization. This research aims to determine the relationship between 
Employer Branding and Turnover Intention among employees in Malaysia’s SME-ICT Industry. A cross sectional study and 
quantitative research methods were used in the study. Questionnaires were administered to employees in the SME-ICT firms in 
Selangor and 250 respondents cooperated in this study. Practically, this study adopts the concept employer branding and 
translates it into the SME environment, in an attempt to improve the organization’s performance regarding employee’s 
management. By using Smart Partial Least Square (PLS), the result translates the significant relationship between the 
development value in employer branding and turnover intention.  
© 2015 The Authors. Published by Elsevier B.V. 
Peer-reviewed under responsibility of Universiti Tenaga Nasional. 
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1. Introduction 
The concept of Employer Branding is indicated as a current approach which could support companies effectively 
in their endeavor to approach and retain the employees. On the one hand, the Employer Branding strategy adds to 
the corporate brand further and places the organization as a reliable and alluring organization. As past studies have 
shown, Employer Branding is a field that is new and exciting with the potential to change the way companies 
operate. However, despite the great interest on these matters, there are still many issues that need clarification 
(Näppä, 2013). Much of the previous research’s findings remain inconclusive and yet the predicting factors are 
important for today’s working environment (Stello, 2011). Yet, there have been changes in both individual and 
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authoritative working practices, methods and rule that have an impact upon the needs and perspectives of the 21st 
Century employee (Dent, Holton & Rabberts, 2010). 
Also, despite the fact that Employer Branding is still rather new and hazy in specific ways, many believe that it 
has a substantial prospective. The benefit of Employer Branding is essentially important for scholars for literature 
enrichment and for managers in their daily work (Backhaus & Tikoo, 2004). This study is motivated to use 
Employer Branding as mediator to see how it strengthens the relationship between Motivation Factors and Turnover 
Intention among employees. Thus, by integrating the Employer Branding elements, the processes can have a larger 
effect than each of the activities would have alone (Näppä, 2013). Hence, this study is motivated to gain a deeper 
understanding on the relationship between Employer Branding and Turnover Intention among employees in the 
SME-ICT industry in Malaysia. Thus, this study is developed with the research objectives as below; 
 
x To identify the relationship between Application and Turnover Intention among employees in Malaysia’s 
SME ICT Industry.  
x To identify the relationship between Development and Turnover Intention among employees in Malaysia’s 
SME ICT Industry.  
x To identify the relationship between Economic and Turnover Intention among employees in Malaysia’s 
SME ICT Industry.  
x To identify the relationship between Interest and Turnover Intention among employees in Malaysia’s SME 
ICT Industry.  
x To identify the relationship between Social and Turnover Intention among employees in Malaysia’s SME 
ICT Industry.  
2. Literature Review 
2.1. Employer Branding 
Miles and Mangold (2004) argued that the key to effective Employer Branding was an understanding of the 
relationship between an organization and its employees. In order to describe this relationship and to explain its 
importance in the context of Employer Branding, they turned to the theory of psychological contracts. In addition, 
Backhaus and Tikoo (2004) defined Employer Branding as a set of subjective beliefs regarding an exchange 
agreement between an individual and the organization. According to this theory, an employee’s perception of and 
response to the employment experience is significantly influenced by his prior expectations (Maxwell, 2010). 
Employer branding has been a popular subject for research in different studies. Although it is a widely used term 
in empirical research, its common definition is still not available (Bondarouk & Ruel, 2009). In marketing research, 
for example, organizational attractiveness is mostly measured in terms of branding (Backhaus & Tikoo, 2004; Cable 
& Turban, 2001; Mosley, 2007). Employer branding has been portrayed as the organization’s endeavors to 
demonstrate to the current and prospective employees that it is an alluring workplace (Lloyd, 2002) as it shows the 
identity of an employer. The identity reflects the presumption of the organization’s value as an employer. Employer 
Branding is comprised of things that the company offers, for instance, work environment, benefits and others. 
Further, Ambler and Barrow (1996) defined Employer Branding as, ‘the package of functional, economic and 
psychological benefits provided by employment, and identified with the employing company.” Increasingly, it is 
likely to also be used to build and sustain employment propositions that are compelling and different. Just like a 
traditional brand, an employer brand has both personality and positioning (Berthon, Ewang & Hah, 2005). 
Berthon et al. (2005) gave a point of view of a scheme of five measurements of employer brand that are 
applicable to employees which are, Interest Value, Social Value, Economic Value, Development Value and 
Application Value. Interest Value is in view of the perception that an organization conveys an encouraging and 
enthusiastic workplace, inventive company policies and procedures, and uses the creativity of its employees to 
develop the prestigious products and services. On the other hand, Social Value alludes to the degree to which the 
organization offers the employees a friendly, enjoyable and pleasant working environment and promotes collegiality 
and teamwork culture. Further, Economic Value is based on the perception that the organization provides its 
employees above-average remuneration, job security and prospects. Development Value implies the degree to which 
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an employer acknowledges the accomplishments of his employees, and gives career-enhancing experiences that act 
as a commencement for future employment. Finally, Application Value is in light of the perception that the 
employer offers employees the chances to apply their knowledge and skills at work and teach others through 
training, coaching and mentoring opportunities. 
2.2. Turnover Intention 
Employee Turnover Intention is defined as the intention to exit an organization voluntarily (Chatzoglou et al., 
2011; Ali & Baloch, 2008). As pointed by Vecchio (2000), there is a relationship between job satisfaction and 
Turnover Intention in which Turnover Intention is high when job satisfaction is low and vice versa. Hong and 
Waheed (2011) also highlighted same idea of which, job turnover is associated with job satisfaction. Nevertheless, it 
must be stressed that this relationship is not necessarily observed in all circumstances (Chatzoglou et al., 2011). A 
few individuals endure in their position despite the fact that they don't feel fulfilled. This is predominantly seen in 
circumstances where unemployment rate is high with limited employments opportunities and, therefore, the cost of 
quitting for the individual is high (Peerbhai, 2006). 
Various Turnover Intention models and reference theories have been developed over the last fifty years. The half 
decade outputs from various turnover models have explained the turnover and Turnover Intentions (Harpert, 2013). 
The studies of Harpert (2013) and Hao and Yusoff (2013) have showed that the pioneers and most cited studies 
concerning employee turnover are: March and Simmon (1958), Price (1977) and Mobley (1977). They also reported 
that these studies have been the backbone of the famous turnover models such as the Met Expectation Model (Porter 
et al., 1974), the Unfolding Model of Voluntary Turnover (Lee et al., 1999) and the Job Embeddedness Model 
(Mitchell and Lee, 2001). This was followed by other researchers who conducted research on employee turnover in 
various professions, industries and examined various factors that have impact on employee turnover. Research 
concerning employee turnover has followed several avenues. The literature concerning employee Turnover Intention 
in the past 5 years was mostly in education sector (Lew, 2011; Tek, 2010; Mustapha & Daud, 2012; Choi, Lee, Wan 
Ismail & Jusoh, 2012; Darougheha et al., 2013; Yuen et al., 2013). Meanwhile, the development of studies 
concerning Turnover Intention also indicates that the issue of employee turnover is also much highlighted in the 
hospitality industry (Hemdi & Nasurdin, 2003; Mohammad, 2008; Ramley, S.Z & Hemdi, 2010; Kumar & Koh, 
2012; AlBattat & Som, 2013). 
Essentially, research on Turnover Intention is proven to be the best predictor of actual turnover behavior. The 
Turnover Intention behavior reflects the decision of an employees whether to stay or leave the organization (Grifeth, 
Hom & Geartner, 2000). Thus, this study is meant to examine the employee’s Turnover Intentions in line with the 
principle that prevention is better than cure. Identifying the factors that lead to employee’s Turnover Intention can 
help organizations understand the character of workforce within the organization, thereby, helping the organizations 
to carry out employee’s retention programs with better management.  
2.3. Relationship between employer branding and turnover intention 
The results of the study by Kucherov and Zaryalora (2011) strongly supported the notion that the organization 
with employer brand gained a number of economic advantages due to lower rates of staff turnover and higher rates 
of HR investments in motivation attribute’s activities of employees. Suikkanen (2010) stated that Employer 
Branding can be considered as a staff retention method as it influences the entire employment experience, promotes 
the concept of good place to work and decreases voluntary turnover. The findings of the study by Sokro (2012) 
propose that the organization uses Employer Branding strategy in their business to pull in employees to stay with the 
company. It was also discovered that employer brand may fundamentally impact the choice of employees to stay or 
leave the organization. 
3. Theoretical framework 
Ewing and Caruana (1999) highlighted the need for Employer Branding to be applied into human resource 
management. Employer branding is a relatively new approach toward retaining employees within an employment 
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environment that is becoming increasingly competitive (Backhaus & Tikoo, 2004). Additionally, Miles and 
Mangold (2005) in their study mentioned that Employer Branding constitutes part of the relationship between 
employer and employee in providing competitive advantage with positive impact on employee’s behavior in an 
organization such as employee’s retention. Altogether, there are 2 main constructs being identified in this research 
framework as per Figure 1 which is Employer branding and Turnover Intention. The Employer branding construct 
includes Application, Development, Economic, Interest and Social. The key dependent variable is Turnover 
Intention. It is anticipated that Employer Branding will influence employee’s turnover intention.  
 
 
 
 
 
 
 
Fig. 1: Research Model 
Hence, the hypotheses are outlined as below; 
 
H1: There is relationship between Application and Turnover Intention  
H2: There is relationship between Development and Turnover Intention 
H3: There is relationship between Economic and Turnover Intention 
H4: There is relationship between Interest and Turnover Intention 
H5: There is relationship between Social and Turnover Intention 
4.  Methodology 
4.1. Measures 
For this research, the questionnaires consist of 3 parts, which are, demographic profile, employer branding and 
turnover intention. The questions used in the survey pertaining to Employer Branding were derived from Berthon, 
Ewing and Hah (2005). These questions answer the importance of items to employee when measuring Employer 
Branding. Finally, the survey questions pertaining to Turnover Intention were derived from Freese (2007), Franklin 
(1975), Mowday, Steers and Porter (1979) and Freese and Schalk (1996). 
4.2. Data collection and sample characteristics 
The unit of analysis was a staff member of the SME-ICT firms. Since the participants from the industry were 
located in different regions, the initial version of the questionnaire was sent to them via postal delivery and 
feedbacks also were received via postal delivery. The population of this study was the SME ICT firms. The sample 
was then selected using the convenience sampling method. The selected SMEs were represented by their owner-
managers and staff members. A total of 400 questionnaires were distributed. The questionnaires were distributed 
through mail. Previous researchers (Hussey & Hessey, 1997) stated that the response rate from mail distribution was 
normally 10 percent or less; therefore steps must be taken in order to increase the response rates. In order to increase 
the returns rate, researcher is suggested to do repeated mailing such as follow-up mailing (Hopkins & Gullickson, 
1989). In the first month, researcher was able to collect 100 questionnaires. In order to increase the response rate, 
researcher sent soft reminder via email and made phone calls reminding the respondents to complete and return the 
questionnaires. The researcher also made phone calls to the representatives of the SME firms (HR 
EMPLOYER BRANDING 
x Application 
x Development 
x Economic 
x Interest 
x Social 
 
TURNOVER INTENTION 
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Executives/Manager). During phone conversations, researcher highlighted the objective and the importance of the 
study to the representatives. After three months, a total of 250 questionnaires were collected and were used for 
further analysis. Although PLS is well known for its capability of handling small sample sizes, prior research 
suggests that a sample size of 100 and above is usually a good starting point in carrying out path modeling (Hoyle, 
1995). 
5. Data analysis and results 
5.1. Reliability and validity of the measures 
In order to analyze the data collected from the main survey, this study adopted a two-stage analysis for the 
structural equation modeling in which the measurement model was first estimated. Subsequently, a process much 
like factor analysis was used, with the measurement model fixed in the second stage when the structural model was 
estimated (Anderson & Gerbing, 1988). The rationale for this step was that, an accurate representation of the 
reliability of the indicator was best accomplished in two stages to avoid the interaction of the measurement and the 
structural model (Han, Lee & Seo, 2008). 
The confirmatory factor analysis was first conducted on each construct independently to validate the scale, since 
each variable was measured by multi-item constructs. Second, an overall confirmatory factor analysis was 
conducted on all items. To validate the measurement model, three types of validity were assessed: content validity, 
convergent validity and discriminant validity of the instrument. The content validity was first established by 
ensuring that the measurement items were consistent with result in the literature and pilot testing (Han, Lee & Seo, 
2008). Meanwhile, the convergent validity was assessed by looking at the composite reliability, the average variance 
extracted (AVE) and outer loading from the measures (Hair, Anderson, Tatham & Black, 1998). Finally, the 
discriminant validity was assessed by examining the square root of the AVE for each construct that was greater than 
the correlation between all other constructs.  
For the initial analysis, the value of composite reliability ranged from 0.820 to 0.864 as shown in Table 1. It is 
higher than the 0.7 threshold commonly used for acceptable reliability. The AVE is ranged from 0.490 to 0.563 as 
shown in Table 2 while the threshold for acceptable convergent validity is 0.5. It shows that only Application 
depicted the inappropriate value.  
Table 1: Convergent Validity 
 
Variable AVE Composite 
Reliability 
Cronbachs Alpha 
Application 0.490 0.825 0.801 
Development 0.563 0.835 0.785 
Economic 0.562 0.864 0.827 
Interest 0.534 0.820 0.766 
Social 0.626 0.868 0.796 
Turnover 0.517 0.879 0.844 
 
Next is to assess the outer loadings. A rule of thumb for the outer loadings should be 0.7 and above (Hair et al., 
2010). Taking into account the PLS characteristic of consistency at large, one should be careful when eliminating 
the indicators. That is, if an indicator’s reliability is low and eliminating this indicator goes along with a substantial 
increase of composite reliability, then, it makes sense to discard this indicator (Henseler, Ringle & Sinkovics, 2009). 
Analysis shows that the values of outer loadings in Table 2 is ranged from -0.005 until 0.911. Results indicate that 
loadings shown in bold values in Table 1 are below 0.70. However, some scholars (e.g., Hair et al., 2013; Churchill, 
1979) recommend eliminating indicators from measurement models if their outer loadings are smaller than 0.4. Thus 
Interest 2 will be eliminated.  
Table 2: Outer Loadings 
 
  Application Development Economic Interest Social Turnover 
Application1 0.852           
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Application2 0.748           
Application3 0.601           
Application4 0.617           
Application5 0.651           
Development1   0.709         
Development2   0.669         
Development3   0.688         
Development4   0.911         
Economic1     0.644       
Economic2     0.650       
Economic3     0.793       
Economic4     0.819       
Economic5     0.820       
Interest1       0.756     
Interest2       -0.005     
Interest3       0.771     
Interest4       0.905     
Interest5       0.828     
Social1         0.766   
Social2         0.854   
Social3         0.883   
Social4         0.638   
Turnover1           0.785 
Turnover2           0.830 
Turnover3           0.781 
Turnover4           0.826 
Turnover5           0.658 
Turnover6           0.578 
Turnover7           0.504 
 
After deleting the inappropriate values indicated in Table 2, the value of composite reliability showed an increase 
in value. After the deletions, all values are ranged from 0.513 to 0.681 with the threshold for acceptable convergent 
validity of 0.5. The summary of convergent validity is shown in Table 3. 
 
Table 3: Convergent Validity (After deletion) 
 
Variable AVE Composite 
Reliability 
Cronbachs 
Alpha 
Application 0.512 0.837 0.801 
Development 0.563 0.835 0.785 
Economic 0.577 0.871 0.827 
Interest 0.681 0.895 0.847 
Social 0.735 0.892 0.814 
Turnover 0.592 0.909 0.884 
 
Finally, the discriminant validity was assessed by calculating the square root of the AVE for each construct. The 
rule of thumb in assessing discriminant validity is the square root of AVE value must be greater than the correlation 
between all other constructs. Table 4 indicates the square root of AVE value, shows in bold font. All value is greater 
than the correlation of other constructs. 
 
Table 4: Discriminant Validity 
 
Variable  Application Development Economic Interest Social Turnover 
Application 0.716           
Development 0.612 0.750         
Economic 0.680 0.603 0.760       
Interest 0.674 0.676 0.642 0.825     
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Social 0.552 0.658 0.435 0.638 0.857   
Turnover 0.075 0.201 0.114 0.128 0.081 0.769 
5.2.  Hypothesis Testing 
The second approach of the two-stage analysis for the structural equation modeling is to estimate the structural 
model. The structural model estimation is carried out to specify the relationships between the independent and 
dependent latent variables (Wong, 2013). The hypothesis testing in PLS is generated using the means of 
bootstrapping analysis through the indicator’s weight and loadings. The hypotheses were estimated by calculating 
the significance of the path coefficient (t-value). A significance level of p < 0.05 (t > 1.96) was used. Table 5 
indicates the path analysis. Results indicate that only Development is significantly related to Turnover Intention 
whereby the t-value is 2.437 at p < 0.05 (t > 1.96). 
Table 5: Path Analysis 
 
 Variable Path 
Coefficient  
Standard Error  T-value  Result 
Application -> Turnover -0.087 0.111 0.784 Not accepted 
Development -> Turnover 0.266 0.109 2.437 Accepted 
Economic -> Turnover 0.018 0.107 0.171 Not accepted 
Interest -> Turnover 0.050 0.105 0.475 Not accepted 
Social -> Turnover -0.085 0.099 0.863 Not accepted 
 
4. Discussion and implication 
This study contributed to the development of the relationship model that encompasses the effect of employer 
branding towards turnover intention. The model provided a paradigm for understanding behavioral intention 
specifically on employee’s turnover intention and how the organization could be nurtured and managed to ensure the 
loyalty of employees in an organization. In determining the factors that influenced turnover intention, the statistical 
analyses revealed that the development value in employer branding significantly influenced turnover intention.  
Results show that there is significant relationship between development and turnover intention. Development 
value, in this study, explains the need for the manager to acknowledge the accomplishments of his employees, and 
gives career-enhancing experiences that act as a commencement for future employment. The results translate the 
importance of employer or manager to acknowledge employee as individual or team’s behavior, effort and 
accomplishment in order to achieve organization’s goals and objectives. Essentially, acknowledgement or 
appreciation is a fundamental need of human. An effective manager or employer should understand the psychology 
of acknowledging employee’s accomplishment to enhance the employer and employee working relationship. In 
addition, in today’s labor market especially in Malaysia, having a tertiary education background isn’t enough for an 
individual to be accepted especially when it comes to favorable job. Competition among candidates is very intense 
and it shows the value of career development. Thus, most of the employees nowadays are mostly seeking for an 
employer that provides career development programs within the organization as those are the opportunities that 
would assure them a bright future.   
Thus, in order to capture employee’s loyalty, it is also important for employer to equip the employees with 
sufficient knowledge and capability on particular job skills. It is because sufficient capability helps people to 
perform a particular behavior better. Other than that, employer or manager should play a vital role in aligning 
strategically the employee’s recognition program with business goals. 
4. Conclusion and recommendation 
Employer branding have become a commonly accepted and growing practice, and its scope and extent are 
continuously expanding. While the literature on turnover intention reveals the social and psychological aspects of a 
697 Nor Adibah Ahmad and Salina Daud /  Procedia Economics and Finance  35 ( 2016 )  690 – 698 
turnover intention, scholars needs to exploit these relationship attributes that have been barely explored. The result 
indicated that the development value in employer branding influenced the employee’s turnover intention. The 
resulting framework is useful in providing a better understanding on how to develop a successful human resource 
management from a managerial perspective. The findings would make available for the organizations’ management 
to enhance their strategic planning to preserve their valuable employees, thus, building the human assets for the 
organization. It may also support the organizations’ management in ascertaining the value of certain HRM practices 
and augmenting them to the solution in reducing employees’ turnover intentions. 
This paper possessed several limitations. For instance, it only examined the direct influences of employer 
branding factors on turnover intention. However, behavioral intention is a complex process which could take place 
through several stages. In addition, the industrial landscape nowadays has gone for a boundless concept which has 
changed the concept of SME’s business. With the development of innovative products and services along with the 
environmental concerns nowadays, it is essential for the organization to emphasize the management skills within the 
organization. It is essential not only for branding the organization and capturing employee’s loyalty, but also for 
ensuring the efficiency of employees. The employee might be loyal to the company with a good branding but the 
good branding does not assure employee efficiency. Thus, future researchers are suggested to expand the research 
framework by adopting data envelopment analysis (DEA) to see the efficiency of employees with employer 
branding. 
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